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Abstract 
 
Our point of departure was our interest in learning the process behind creating and 
promoting an event. 
We wanted to investigate how we could approach this task in a successful way.  
In order for us to produce a plan for the event, we researched theories, strategies and 
methods both within the field of event planning and marketing.  
In addition, we gathered empirical data such as questionnaires, surveying the participant’s 
level of satisfaction etc.  
Furthermore, we conducted an interview with the facilitator, requesting her feedback in 
relations to our efforts. 
Contrary to our hypothesis, we concluded that by applying concepts, strategies and methods 
from the field of marketing and event planning, we succeeded in creating an event. 
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Introduction, motivation and delimitations of project 
In the autumn of 2008 a group of volunteers from “Centre of Wisdom and Compassion” 
invited facilitator Dekyi-Lee Oldershaw to Denmark to teach professionals, as well as 
private individuals about Transformative Mindfulness. Based on their past experiences we 
were assigned to both create and market this event. 
Our project describes Transformative Mindfulness and mindfulness in general, but our main 
focus is on how to prepare for an event, as well as conducting it. Because how does one go 
about planning, market and executing an event? We entered this project with a set of 
assumptions, creating a hypothesis, on what an event is - and how to market it, as well as 
researching what Transformative Mindfulness is. This hypothesis will outline how we 
presume we can create an event and more importantly make it a successful one. 
Furthermore, a report of the whole process will be provided and by juxtaposing the two, we 
can compare if they match or diverge. 
 
We will investigate if there are more efficient ways, compared to the previous year, of 
planning and producing the Transformative Mindfulness event. 
Furthermore, we will evaluate how the event worked in terms of how the participants 
perceived it, and we will check if the expectations of the facilitator (Dekyi-Lee Oldershaw) 
were met. Our project is very hands-on, and many of the theories are within the sphere of the 
social sciences. We are dealing with a case study production, and the interesting part for us 
is to reflect on the process leading up to the event and its execution. It will be of interest to 
us, how our marketing methods and strategies applied, works in reality.  
 
Due to a similar event in October 2008, our ’target audience’ is somewhat established. Our 
focus is therefore on the aspects of planning, promoting and adding a professional approach 
to the whole process, rather than segmenting the market. Yet we will start by categorizing 
the event but it will, however, work more as a statement, as it is irrelevant to go through all 
the different event categories. 
The Centre of Wisdom and Compassion has invited Dekyi-Lee Oldershaw to facilitate 
courses in “The Five Tibetan Yogas” and in Transformative Mindfulness for individuals. We 
are only associated with the course for professionals in Transformative Mindfulness. 
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The ideology behind Transformative Mindfulness stems from Tibetan Buddhism. Dekyi-Lee 
Oldershaw is a former Tibetan Buddhist nun, and thereby familiar with all the practises and 
techniques used in Buddhism as well as in mindfulness. Transformative Mindfulness does 
contain some of these practises, but Dekyi-Lee Oldershaw has also appended techniques and 
approaches that are not rooted in Buddhist traditions. It would be very interesting, yet a 
completely different project, if we were to investigate ancient Asian culture and philosophy 
or the differences between general mindfulness and Transformative Mindfulness. Instead we 
have decided to give a brief introduction to Transformative Mindfulness and mindfulness in 
general in an attempt to explain why these techniques may be relevant in our Western 
society. A method like Transformative Mindfulness meditation is, according to Dekyi-Lee 
Oldershaw and Piero Dolara, not only long lasting and easily applicable, it does not carry 
any known adverse effects. This would make these methods appeal to people working in 
stressful environments as, “Transformative Mindfulness also works when practiced by 
people in stressful occupations such as corporate chiefs, lawyers, etc.” (Dolara, 2008:5). Our 
primary focus will be on planning and market the event to our segmented target group and 
the participants from the previous event. 
 
We will consistently use the terms ‘target group’, ‘clients’, ‘participants’, and “JAZ”. By 
target group, we mean the audience for whom a mindfulness event might have interest. As 
mentioned earlier, this project is created in collaboration with the Centre of Wisdom and 
Compassion in Copenhagen. An event in Transformative Mindfulness is an interesting 
offering to members of the centre, as many of the members regularly attend courses in 
mindfulness meditation. 
By the term participants, we are referring to the professional therapists who are participating 
in the Transformative Mindfulness course for professionals (which took place on April 16th 
2009), and by clients, we mean the “patients” of the participants. The acronym JAZ is 
formed by the first letter in our names (Josefine – Astrid - Zane) in reference to our function 
as event planners and marketeers.  
 
In America alone, there are 20.000 entertainment companies, 4.680.000 events per year – 
which equals to 12.840 per day. On average these companies have about 15 years of 
experience. This indicates that the event industry is developing rapidly, though event 
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planning and marketing are quite new concepts. For this reason, a brief history of both is 
added, introducing their concepts. As for the methods, we will focus the current concepts of 
events and marketing. 
Research Question 
 
How does one plan and market the specific Transformative Mindfulness event? 
 
Sub-questions 
• What makes an event successful? 
• What is an event? 
• What marketing concepts, theories, and strategies could we apply? 
• Is it relevant for us to produce a new strategy for the event? 
• What is ‘Transformative Mindfulness’ and ‘Mindfulness’ in general? 
• What are the main differences between our hypothesis and the outcome? 
• Is it possible to create a template for potential events? 
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Research methods 
 
As our point of departure is to investigate how one plans and markets a single event, we 
intend to research books on theories, strategies, and methods from both the field of 
marketing and event planning.  
In addition, we will gather empirical data with the method of combined quantitative and 
qualitative marketing research. In employing questionnaires, we will survey our segmented 
participant’s level of satisfaction etc., thus enabling us to evaluate and adjust our strategies 
for potential events. Furthermore, we will conduct an interview with the facilitator, 
requesting her feedback in relations to the outcome of our event planning and marketing 
efforts. 
By applying basic concepts, strategies and methods from the field of marketing and event 
planning, and by analyzing the data from our questionnaires, we will test if our hypothesis is 
valid and if we have succeeded in creating a successful event.  
 
Dimensions  
History and Culture 
Events and performances are cultural experiences, perceived differently by various cultures. 
According to Dekyi-Lee Oldershaw, people in Mexico were more enthusiastic about 
Transformative Mindfulness methods, than in other countries (Transcription, 2009, 23:01-
24:59). Our culture and our lives are determined by how we organize, as well as how we 
perceive an event. Furthermore, we will investigate the history of marketing and event 
planning. Our project will also deal with aesthetic communication, as it is a constituent of 
Performance Design.  
Science and Philosophy 
We have researched scientific and academic theories, methods, and strategies. In addition, 
we have applied them in our process of creating the event. We have a set of assumptions that 
that we examine in our discussion. 
With our survey, we will be able to determine whether or not our event was successful.  
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Hypothesis 
When asked about events, different people have different opinions of what they entail. 
Therefore we have put down a set of assumptions regarding the event and our expectations 
to what the outcome of this project will be. Furthermore, these assumptions will be 
interesting to discuss in relations to the data, we expect to have gathered, when the event has 
been conducted. 
 
We are aware that our project leans a little more towards the social sciences than the 
humanistic. Yet we see no other way around it, as this project will have to be a practical one. 
We will probably have to focus more on the planning and learn about the planning, and 
focus less on researching theories. We expect that a documentation of our process will make 
it possible for us to analyse what we have done, in comparison to what books could tell us. 
The homepage of the previous Transformative Mindfulness event in 2008 had some quite 
interesting colours. Yet we believe that we can make a homepage that appears more 
professional. We expect that a lot of the things from last years’ project needs to be updated 
and changed.  
One of our ideas for the future will be clearing a path for similar events, by making a 
template for the Centre of Wisdom and Compassion’s future volunteers.  
 
Furthermore, we will need to do empirical work, in order to back our practicality. It will 
most likely be hard for us to find relevant questions to ask the participants. We expect to sit 
down at some point and discuss why it is relevant to do empirical work, and what we want 
out of our study. 
 
We look forward to gain more knowledge of what Transformative Mindfulness is, and where 
it comes from. We expect to gain practical experience in regards to planning and executing 
an event. In addition, we expect that we will investigate the difference between 
Transformative Mindfulness and mindfulness in general.  
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We presuppose that we have to research what categorises an event, and why Transformative 
Mindfulness would be relevant and interesting to Danish people. 
 
We presume that by the end of this project, we will have developed a strong concept of how 
to conduct an event in Transformative Mindfulness with Dekyi-Lee Oldershaw. 
Furthermore, we intend to present this knowledge to the Centre of Wisdom and Compassion, 
providing them with templates, which would make it easier for them to create an event in the 
future. 
 
Our challenge will be that our project will consist more of description of what we have done, 
as opposed to relying on theories. Furthermore, we will investigate if it is possible to find 
relevant theories about events and marketing as it appears that there are many, non 
academic, “how to” books on the market. Finally, we question if is it relevant for us to create 
a new strategy, as most of the groundwork was laid in regards to the prior Transformative 
Mindfulness event in 2008. 
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Introduction to Transformative Mindfulness 
The event we have designed is on Transformative Mindfulness, and even though the focus of 
this project mainly is on event making, a brief introduction to mindfulness is needed in order 
for the reader to get the same point of departure. 
Transformative Mindfulness falls under the category of alternative therapy. In basic 
Transformative Mindfulness is a stress and pain-reducing meditation-technique that helps 
clients transform problems by addressing the underlying issues, making them more visible or 
conscious for the practitioner. There are many both, individual and social/ public reasons to 
attend an event in Transformative Mindfulness. According to Piero Dolara “Transformative 
Mindfulness also works when practiced by people in stressful occupations such as corporate 
chiefs, lawyers, etc.” (Dolara, 2008:5) and as will be explained currently, it has a large 
applicability. A similar event in October 2008, had already established a quite precise target 
group (primarily consisting of psychologists and people within palliative care), and though 
business people would benefit from these exercises, they were not specifically invited.   
 
Dekyi-Lee Oldershaw invented the name ‘Transformative Mindfulness’, since she had been 
working in the field of mindfulness for many years. Dekyi-Lee felt that the meditations you 
normally have to do in mindfulness practises are very time consuming, as you some times 
have to meditate for a very long time, which can be quite difficult for a person just starting 
out. 
Even though Transformative Mindfulness has roots in Tibetan Buddhist traditions, Dekyi-
Lee Oldershaw emphasizes that it can be used by anyone, regardless of religious beliefs, age, 
gender or conditions. This is backed up by the Pain Management Unit of the Royal National 
Hospital for Rheumatic Diseases and University of Bath, which did a study of mindfulness 
in relation to chronic pain: “Correlation analyses indicated that mindfulness was unrelated to 
age, gender, education, or chronicity of pain, but was significantly related to multiple 
measures of patient functioning” (McCracken, Webpage 2, May 4th 2009) 
 
“Transformative Mindfulness is a complementary method to bodywork or medical treatment. 
I [Dekyi-Lee Oldershaw] have seen this method compliment or replace traditional therapy or 
medical treatment.” (Oldershaw, 1996:15). Because the clients do not have to recall a 
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difficult situation but only the emotions around it (Oldershaw, 1996:16) and the simplicity of 
the exercises, Dekyi-Lee states that it is easy to integrate in everyday life. (Oldershaw, 
1996:15) 
 
Intuitive Body Scan  
There are many exercises or techniques that characterize Transformative Mindfulness. “They 
are not completely standardized, and while they are relatively simple, they are not banal.” 
(Dolara, 2008:5) One of them is the “Intuitive Body Scan” (Oldershaw, Webpage 3, May 4th 
2009). We will briefly explain the technique here, to exemplify a typical method of 
Transformative Mindfulness: 
 
“The first step in the transformative process is to help clients access their unconscious mind 
simply by asking for an image, symbols or feelings to represent the presenting problem.” 
(Oldershaw, 1996:15) It is important not to judge what images you receive until later 
(Dolara, 2008:6). Then you ask a greater power for help. (Oldershaw, 1996:16) Notice that 
this ‘greater power’ can be anything – you can even pull this power from yourself or 
“through the help of the other functional healthy centres” (Dolara, 2008:6) 
“The “Body Scan” practices help to convince him/her that, as long as there is life, every 
pathological problem acts only on some vital organs and not all of them.” (Dolara, 2008:6) 
This transformation happens, as previously described, by asking a ‘greater power’ for help. 
“My [Dekyi-Lee Oldershaw] supposition about what happens is that the part of the 
mind that focuses on ‘higher’ or inner help ‘short circuits” the analytical part of the 
mind that caused the problem in the first place, by giving it something to observe and 
interpret.  Belief is not a factor in this method” (Oldershaw, 1996: 16) 
 
The client will then feel a change either right away or in a few days. (Oldershaw, 1996:16) 
This, according to Dekyi-Lee Oldershaw varies from person to person. The facilitator then 
ends the session with a “Healing shift”, because the release of emotions are only “a 
beginning step in the transformational process and is followed by a healing shift, therefore 
clients seldom leave a session feeling raw or incomplete.” (Oldershaw, 1996:16) 
Then follows a discussion of what happened, and an acknowledgement of this. And 
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“I [Dekyi-Lee Oldershaw] then focus on education to enable people to use this 
method as an ongoing self-healing process, to empower and trust themselves.  I 
emphasize the importance of taking responsibility for their own healing back into 
their own hands” (Oldershaw, 1996:16-17) 
 
Mindfulness in general 
The “Intuitive Body Scan”-exercise gives an example of how subtle Transformative 
Mindfulness works on an unconscious level, but, as emphasized, it is important just to 
acknowledge what images you (as the client) receive. Dekyi-Lee Oldershaw developed 
Transformative Mindfulness from the practises she learned within Tibetan Buddhism. The 
“philosophical view [of Tibetan Buddhism] shares some beliefs with other important 
religions (the immortality of the soul, the transmigration of all living beings etc.) But it also 
embraces principles that can have universal applications in different cultures.” (Dolara, 
2008:2) 
 
Jon Kabat-Zinn is one of the pioneers in mindfulness. He developed the MBSR 
(Mindfulness Based Stress Reduction) program in 1979 (UMASS, webpage 5, 23rd May 
2009), and has had great results with patients with stress related depressions. There has been 
medical scientific research of his results, giving Kabat-Zinn and the term “mindfulness” a 
stamp of approval in the medical world. Kabat-Zinn’s “mindfulness” differs to some extent 
from Dekyi-Lee Oldershaw’s Transformative Mindfulness. The fundamental approaches to 
general mindfulness are the practise of not being judgmental, being patience, open (tolerant), 
trusting, content, accepting and unattached. 
The approaches in Transformative Mindfulness are the same but there are radical additions 
to the practise like asking for help, controlling the thoughts to focus on something specific 
and trying to lock the focus on the area of pain. 
 
Mindfulness, origins from Buddhism, and the Yoga philosophy describes it as “the 
meditative state of being both fully aware of the moment and of being self-conscious of and 
attentive to this awareness; a state of intense concentration on one's own thought processes; 
self-awareness.” (O.E.D., Webpage 1, May 4th 2009).  
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This is, as stated, also an element of Transformative Mindfulness. It is part of some of the 
guided meditations that facilitators in Transformative Mindfulness do. The facilitator will 
ask the client to be aware of feelings and observe any responses or “immediate images” that 
might come to the person. The “Intuitive Body Scan” will help the client realize that it is not 
the entire body that is hurting, but most likely the pain is centred somewhere specific – 
maybe even a place that initially seems illogical. “The “Body Scan” practices help to 
convince him/her that, as long as there is life, every pathological problem acts only on some 
vital organs and not all of them.” (Dolara, 2008:6). A natural result, when the transformation 
is felt, there will be a change of beliefs. A catchphrase for Transformative Mindfulness is: 
“Whatever you resist persists.  What you accept transforms or heals.”  This means that the 
mind (or attitude) […] influences both sickness and health and that ultimate healing will 
always include changing belief or attitude.” (Oldershaw, 1996:15) 
 
It is the moment-by-moment awareness of thoughts that signifies mindfulness meditations. 
According to Professor Piero Dolara “Transformative mindfulness techniques interfere with 
the transmission of the nociceptive impulse like morphine and control the emotional 
component associated with the pain sensation.”(Dolara, 2008:3) 
This might also be why this sort of meditation would seem to have such a healing power – 
you focus on transforming the small parts instead of looking at the greater picture – thus 
tricking every painful part (in your mind) to associate a positive ‘image’ with the pain, and 
thereby, with small subtle steps healing the entire mass.  
Despite the fact that medical research is sparse, mindfulness have accomplished “interesting 
results in the field of neuroscience, where neuroimaging methods have documented 
variations in the cerebral functions in people that practice meditation” (Dolara, 2008:3) 
Dolara also states that Transformative Mindfulness “deserve to be studied with modern 
methods of clinical and instrumental diagnosis in controlled clinical trials” (Dolara, 2008:7) 
because it would then be accepted as a ‘valid’ “supplement to classic pharmacological 
therapy” (Dolara, 2008:7) in more hospitals around the globe. 
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Events 
Each event is a temporary miracle consisting of physical and emotional actions that can 
never be repeated in exactly the same way even if taking place annually. Professional 
industry is focusing on consciously planned events that are categorized according to various 
factors as type, sector, impact, size etc.  The difference of professional events are that they 
are planned in detail and publicized in advance (Getz, 2007:18). Planning an event has to be 
comprehensive, critical, and flexible. It entails strategic planning (developing a mission, 
objectives (The SMART, which will be explained later in the project), policies, structure, 
funding and deciding the strategies) and operational planning (specific steps to adapt the 
strategies), establishing a shared vision in a team and providing team-building) though 
approaches that need to be different for every set of activities (Bowdin, 2003:68). Also 
planning event evaluation through the process A-Z. 
 All events, be it a festival, parade, conference, exhibition, sport or culture events or small 
business event, brings people together for a purpose, be it celebration, entertainment, brand 
awareness, health promotion or other, giving the participants meaningful memories (Sharma, 
2001:xii) that are able to play with ones identity. In her article about different theoretical 
models in performances “On Sense and Sensibility in Performative Processes“, Henriette 
Christrup states “events are unique setting for experiences for all human experiences and are 
at the same time created through multi-faced interactions” (Christrup, 2009:1). One can 
never step in the same river twice, and none of the entertainment media can stimulate human 
senses like the live events. Therefore, they also provide a great opportunity for all 
stakeholders, as well as a chance to present services or products in a manner that can operate 
in every market and satisfy more consumers’ needs (Sharma, 2001: 2), if organized properly. 
According to Jean-Marc Lehu in the book Brand Placement (2007) a great advantage is that 
many people do not see events as a bunch of advertisements and are not completely aware of 
all brand placements taking place. The rise of brand awareness and maintaining relationships 
is said to be one of the main reasons for holding events (Bowdin, 2003:20). 
The history of event management 
The field of events and professionalism in events planning, management, strategies etc. is 
very new, despite events taking place at all times of human history. It has its roots in the 
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industrial revolution (Shone & Parry, 2004:12), when spontaneous celebration was reduced 
by the increase in work. People were too tired to celebrate. Thus commercializing popular 
celebration created an opportunity. Also processes such as globalization, migration (that led 
to celebration of other cultures) and development of World Wide Web in late 20th century 
have been important factors in changes in making and perceiving events.  At an early stage 
event production was a part of leisure, tourism and hospitality industries. But from the 
World War II and onwards it developed as an independent field with professional literature, 
academic education, organizations for uniting people in the field and various certificates 
available for measuring one’s achievement and knowledge. In 1970s many companies 
sought facilities for customer entertainment, sporting events (like Olympic Games), which 
cooperated with media production, and marketing that lead to the discovery that events can 
be economically viable. There was also an increasing interest from local governments as 
they benefited from the presentability, guest spending and cultural experiences to the locals. 
Building special event facilities is increasing (Bowdin, 2003:6-9) for example Copenhagen 
Conference Centre, Bella Centret, Axelborg, Parken and special facilities being built for the 
Copenhagen CO2 Conference. This also includes appearance of new hotels with new 
entertainment opportunities, which leads to increasing life-standard. All the before 
mentioned needs professional organization and control (Bowdin, 2003:8). 
 
In 2002 in United States alone, there were 4.68 million events with 20.000 entertainment 
companies in the industry and 12.5 thousand events every day (Sonder, 2007:7). According 
to RS&M research, companies in United Kingdom spend 330 million pounds annually on 
events (Bowdin, 2003:20). As the field is expanding, professional skills and communication 
are crucial to develop when creating an event. The value of time nowadays is expanding 
(time is money but one can not buy time) so participants, particularly, do not want to waste 
their time. They want quality to escape from the daily routine (Getz, 2007:19). 
And the same time there are developing rules, ethics, and government involvement so the 
organizers of events have to balance not only stakeholders, hosting organization, marquee 
property, co-workers, sponsors and punters but also the needs, expectations and objectives of 
local community, and environment. The industry is getting more complicated and 
demanding. 
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Producing an event is multi-dimensional. An event process can never be planned completely. 
Therefore, all the strategies and plans should be critical, flexible to possible changes and 
have a back-up plan for managing the risks that might occur.  Being aware of how the 
particular occurrence affects local community, society and economy, a successful event is 
said to increase and provoke emotions (Bowdin, 2003:30) For example, a feel good aspect 
and meaningful memories can provide a great word-of-mouth advertisement for all 
stakeholders and future events of the same kind.  Henriette Christrup (2009:4) has developed 
a theory based model for this called ‘Space Spirit Interaction’ (SSI) where fundamental 
emotions (fear, anger, shame, contempt, fright, pain, interest and joy) shape people’s 
experiences through space, time, interaction and engagement and this is said to be part of 
how humans create their identities via kairos. “We make our bodies by the way we live and 
the body is a river of events and images, the stream of our going-ons. Excitement is the re-
shaper”(Christrup, 2009:16). 
Categorizing the Transformative Mindfulness event 
Business events are one of the fastest developing sectors (Bowdin, 2003:20) and 
Transformative Mindfulness falls under the business event-category as the purpose is to 
promote, market and sell the idea (Getz, 2007:38), and most of all to sell the moment of 
being there. It is also cooperative (Center for Wisdom and Compassion and Dekyi-Lee 
Oldershaw cooperating first of all), special (mainly JAZ subjective interpretation of how the 
event should be planned and run), interactive (participants were asked to try The 
Transformative Mindfulness methods and share their experiences with other participants) 
(Getz, 2007:27) and gated (a fee for participants) event with self-improvement and selling 
the idea of Transformative Mindfulness function. Even though the particular event arranged 
by JAZ has been a single theme (Transformative Mindfulness) event, it also contains health 
promotion, image- building promotion, culture, life-style (despite Dekyi-Lee Oldershaw 
claiming that one’s religion, age, shape and social belonging do not matter). 
The same as any other event, Transformative Mindfulness had various impacts and risks, 
both positive, such as the introduction to the new and challenging ideas, provision of models 
for better practice (Transformative Mindfulness), catalyzing the development of some 
participant lives, international prestige, development of administrative skills for JAZ and 
volunteers; and negative impacts; legitimation of ideology, risk of event failure (none of the 
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stakeholders had written contracts and a week before Dekyi- Lee’s  arrival, very few 
participants had signed-up), social dislocation (could happen to some participants as these 
ideas are not shared too widely by the society), pollution etc. Therefore risk management is 
another important issue to be considered while planning an event. By using risk management 
and professional event organizers reduce many risk elements and develops the ability to 
manage the risk. Each person enrolled in the process and attendee enlarges the risk that 
something might go wrong (Sonder, 2004:218). JAZ had chosen the strategy to reduce the 
risks by being ready to undertake the planned risks. Our event had a very low risk, as the 
number of audience was small and consisted of professionals aged from 23 onwards. 
Weather conditions could affect only in extreme cases due to indoor facilities. There were no 
special features as water elements or special sound/lightening/pyrotechnics, so there was no 
need for an insurance of the event. Even without electricity the Transformative Mindfulness 
event could still have taken place. The risk factor was there, for example, if we used candles, 
which we had to pay attention to. Things like first aid kit had to be considered, too. We 
avoided the possible copyright risk by creating a new graphic PR layout especially for the 
event. A professional event manager is accountable and has the ‘control’ over the event 
(Getz, 2007:28). 
JAZ has been environmentally aware in terms of trying to “go green” and be “community 
friendly” (there has not been any noise, disruption, rowdyism or bad audience behaviour). 
The Event has dealt successfully with sharing the same vision of the various stakeholders, 
creating compromises. When looking for sponsors, for example, we listed the companies 
with similar environmental attitude. 
A great advantage to the marketing and promotion has been that Dekyi-Lee for a long time 
has believed in and practiced what she is doing, which had to be made easier to convince the 
punters, and to the attractive philosophy behind the Transformative Mindfulness to sell itself 
well. 
Staff reports and checklists are very useful, as well as evaluations from the various 
stakeholders. Letting everybody know about the feedback (from a professional point of view 
- not a private one) at an early stage, makes it part of everybody’s job. All this must be 
reported and taken into account (Bowdin, 2003:272). 
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JAZ has planned the last event evaluation to take place after the written project report and all 
the above mentioned experiences and attitudes could hopefully to help to create a potential 
“Dekyi-Lee ’10”-event, even better. 
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Marketing 
A Brief History of Marketing 
When writing about the history of marketing it is hard to ignore marketing pioneer Robert 
Bartels since he brought marketing thought to an academic level. Unfortunately it was 
impossible for us to get hold of a copy of his book The History of Marketing Thought from 
1976. This meant that we had to settle for a secondary account by Professor Chuck Hermans 
from Missouri State University. 
 
In Chuck Hermans’ view, the establishment of modern day marketing is traced back to the 
beginning of the 20th century. The new discipline came into being as an effect of the 
emerging new market economy, which created changes in the social and economic structure. 
These changes promoted a new approach toward business, which again revolutionized the 
economy, developing the concept of marketing.  
Prior to this, most theories and methods, now associated with marketing, were known as 
basic concepts of economics. In the early days of marketing, the field was led by marketing 
scholars from several major universities such as Pennsylvania, Ohio and Wisconsin. It was at 
the latter that pioneer Ralph Starr Butler taught the first marketing course in 1911, which he 
called Marketing methods, thus coining the term marketing. But the early students of 
marketing were still educated as economists. However, in spite of the fact that they 
introduced similar theories, the students of marketing progressively created a new set of 
thoughts, which initially severed them from the established field of economics (Chuck 
Hermans, Webpage 4, May 15th 2009). 
As an effect of the Industrial Revolution, information, promotion, and the “quest for 
satisfactory products” (Chuck Hermans, Webpage 4, May 15th 2009) became increasingly 
important, and with the fast-growing markets, the opportunity for production on a larger 
scale, was made possible. At the end of the 19th century the economy was changing from an 
agricultural economy to an industrial one. This made it possible for industries to produce 
mass quantities of products, which gradually changed the market from a seller’s market to a 
buyer’s market (Chuck Hermans, Webpage 4, May 15th 2009). 
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Contrary to the presumption of the economists, that the value created by production was 
equal to the extent of the market demand, the theory of marketing was that the market was 
constantly growing and changing (Chuck Hermans, Webpage 4, May 15th 2009). 
During the same time industries found that the definition of demand had to be viewed in a 
broader context than the simple concept of purchasing power.  
With their new focus on the desire of the buyers as well as their ability to purchase, and 
through the research in the field of advertising and sales, the researchers found that the 
desire of the buyers could be shaped and intensified (Chuck Hermans, Webpage 4, May 15th 
2009). 
Further development of marketing was motivated by the need to understand the relationship 
between sellers and buyers. This led to the recognition that by adopting certain strategies and 
methods the seller and buyer relationship could be improved and further enhanced.   
In the 1950s, as the competition had grown tougher, most industries began to search for 
ways, in which they could improve business transactions from the buyer’s point of view.  
Through their research a new philosophy was created, theorizing that the key factor in 
successful marketing was embedded, in the ability to understand the needs of the buyers 
(Chuck Hermans, Webpage 4, May 15th 2009). 
Today this marketing concept is viewed as a cornerstone, as it is regarded rudimental, that 
marketing decisions should stem from first knowing the buyers and their wants. 
Furthermore, most industries rely on this information before initiating the process of 
developing and promoting their products. 
According to Chuck Hermans, Robert Bartels classifies the development of marketing 
thought into periods:   
  
Period of Discovery (1900-1910): The first scholars and teachers of marketing researched 
facts concerning the distributive trades and the theories, which were borrowed from 
economics.  
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Period of Conceptualization (1910-1920): The conception of marketing emerged and its 
name was created. Furthermore, the concepts of marketing were classified, and its terms 
defined.   
  
Period of Integration (1920-1930): The early principles of marketing were formulated and 
general marketing theories were integrated.   
 
Period of Development (1930-1940): The developments of specialized areas in marketing 
are growing, and new approaches in order to verify marketing hypotheses are made. 
Furthermore, an elaborate explanation of marketing is formulated.   
  
Period of Reappraisal (1940-1950): The reassessment of known concepts and explanations 
of marketing, thus considering a leap into the scientific aspects of the field.  
  
Period of Reconception (1950-1960): Increasing emphasis on the societal aspects of 
marketing. New concepts are taken from the field of management and other social sciences 
e.g. the method of quantitative marketing analysis and the marketing mix (the four Ps)   
 
Period of Differentiation (1960-1970): With the expansion of marketing, new concepts and 
elements such as holism, environmentalism, and internationalism are introduced.   
  
Period of Socialization (1970-1976): The matter of social/political issues and marketing 
become increasingly important, as the influence of marketing upon and within society is 
under research (Chuck Hermans, Webpage 4, May 15th 2009). 
 
Building upon the theories and methods created in the early 20th century, the 21st century 
marketing approach has had to become further innovative and creative in the marketer’s 
ability to create and maintain success. But even though many new concepts, strategies, 
theories, tactics, and methods have been formulated and implemented in the field of 
marketing, the basic approach and thought, developed in the first half of the 20th century, is 
roughly the same. 
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Fundamental Concepts of Marketing in the 21st Century 
In the words of RUC professor Jan Mattson, “Marketing is an organizational function and a 
set of processes for creating, communicating, and delivering value to customers and for 
managing customer relationships in ways that benefit the organization and its 
stakeholders”(Mattsson, PowerPoint, 2009).  Furthermore, marketing is, “about identifying 
and meeting human and social needs” (Kotler, 2009:24). Every human being has needs for 
food, water, shelter, etc. in order to survive. But humans also have other needs such as 
entertainment, education and recreation (Kotler, 2009:28). Marketing is about finding a 
niche in where the product or service put forth can fulfill needs, as these needs, “can become 
wants if they are directed to objects that might satisfy the needs” (Kotler, 2009:28). 
Identifying the needs of the customers can be quite complicated as, “some customers have 
needs of which they are not fully conscious, or they cannot articulate these needs, or they use 
words that require some interpretation” (Kotler, 2009:29).   
In his book A Framework for Marketing Management, Philip Kotler identifies five 
distinctive types of needs: 
 
• Stated needs: Participants want an inexpensive course with effective tools. 
• Real needs: Participants wants long term value for their money and make use the 
tools learnt for the improvement of their own and the health of others. 
• Unstated needs: Participants expect to feel better and get educated by the facilitator. 
• Delight needs: Participants want an accomplished facilitator, good healthy food and a 
nice location. 
• Secret needs: Participants want be seen as accomplished, improving their field with 
extra tools and increasing their income. Furthermore, they want an improvement of 
their own health. 
 
Demands on the other hand, “are wants for specific products backed by an ability to pay” 
(Kotler, 2009:28).  JAZ marketed the Transformative Mindfulness event to professionals 
from the health sector and from the field of psychology based on the assumption, that there 
is a growing need within these fields for simple, natural and alternative methods in order to 
obtain pain relief. 
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A marketer cannot satisfy everybody in a market so it needs to identify a target market for its 
products (Kotler, 2009:29). Target groups can be identified by segmentation; classifying 
buyers by their, “geographic, demographic, psychographic and behavioural differences” 
(Kotler, 2009:29). The segment, which presents the best opportunity, will become the target 
market. In our case JAZ chose professionals from the field of psychology and the health 
sector. This choice was made because of our assumption that they would be interested in 
acquiring the Transformative Mindfulness pain relief meditation methods. Our added eco-
friendly concept was based on our expectations of our segment’s life-style choice, as 
environmentally conscious. Finally, this segment was chosen on our presumption in regards 
to their willingness and ability to pay the event’s admittance price.  
In order to position itself or its product in the minds of the target market, the business or 
marketer has to have developed a “market offering”. In its offer to satisfy the needs of its 
customers the marketers “put forth a value proposition” (Kotler, 2009:29), “which can be a 
combination of products, services, information and experiences” (Kotler, 2009:29). JAZ 
offered known achiever Dekyi-Lee Oldershaw (former Buddhist nun and top athlete), an 
environmentally friendly concept, healthy ecological/ vegetarian food and ancient spiritual 
wisdom as easy pain relieving tools, at a reasonable price. 
A brand is such an offering from a known marketeer and its strengths is measured by the 
associations created in people’s minds. Herein lies the importance of building a favourable 
and unique brand image. 
Since Dekyi-Lee Oldershaw was already a brand, JAZ decided to promote the 
Transformative Mindfulness event slightly different to the segmented Danish market. We 
chose to create a brand, which promoted achievable natural health, environmental 
consciousness and an ancient spiritual form of meditation, taught by a highly accomplished 
facilitator, who in addition, was the source of the methods offered. Concerning the visual 
part of the concept, JAZ made use of two colours taken from nature, green and brown. 
Furthermore, as part of the brand elements we created a logo for the event which symbolized 
the brand image we wanted to convey. The logo used was a modern, simple and bright green 
rendition of a lotus flower that communicated in its symbolic form, the product as part of 
nature and spiritual tradition which is, natural pain relief methods anchored in ancient 
meditation from spiritual wisdom and packaged in modern day effectiveness.  
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A brand is rendered successful if it delivers “value and satisfaction” to its customers (Kotler, 
2009:30). Value is, “a combination of quality, service and price” (Kotler, 2009:30) also 
known as the “customer value triad”. Value is an important marketing concept because, “If 
product performance falls short of expectations, the customer is dissatisfied and 
disappointed. If it matches expectations, the customer is satisfied-and if it exceeds 
expectations, the customer is delighted” (Kotler, 2009:30). JAZ created a “customer details 
and satisfaction survey” in order to investigate the opinions and experiences of the 
participants at the event. In addition, we used the data compiled as a tool, in sequence to 
check, if the expectations of the participants were met or exceeded and if any adjustments to 
our strategy was needed. The questionnaire was handed out at the end of the event. JAZ 
created the questionnaire with our sampling plan. First we defined our research objectives, 
and then we decided on who we should survey (participants of the event), how many we 
should survey (all participants), and how we should choose the respondents (no criteria)? 
(Kotler, 2009:66). Finally, we collected and analyzed the information gathered in order to 
present our findings in our project.  
In brand building or business a profitable relationship is essential. A marketing network 
consists of companies or event makers supported by the stakeholders e.g. customers, 
employees, suppliers etc. (Kotler, 2009:34). In our case the prime stakeholders were the 
Centre of Wisdom and Compassion and Dekyi-Lee Oldershaw, the secondary stakeholders 
were the sponsors, co-workers, participants, and volunteers.  
In order to enter their target market the marketer makes use of three different kinds of 
marketing channels: The communication channel where marketers use communication 
channels in order to deliver and receive messages from their target customers, the 
distribution channel where they display and deliver the physical product or service to the 
customer, and the selling channel which are the distributors and retailers etc. (Kotler, 
2009:30). As our product was a singular event, JAZ’s promotion strategy was to use the 
Internet, creating a temporary educational website with numerous links to additional 
information regarding Dekyi-Lee Oldershaw, and Transformative Mindfulness. In addition 
we gathered mailing lists and sent out invitations to known e-mail addresses. As extra 
promotion, two free introduction courses were offered. Regarding promotional material, 
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brochures and posters were made and JAZ placed an advertisement in the magazine 
“Psykolog Nyt”.  
In the matters of competition, the marketers include all the competitive offerings and 
substitutes, which the customer would consider to buy (Kotler, 2009:30). Brand competition, 
for instance, is where marketers compete with similar products or services to the same 
customers at similar prices (Kotler, 2009:67). In our case JAZ researched several similar 
events on the Internet and in magazines, and we established the price of the event, by 
comparing it to our competitors. In regards to our promotional material we chose to promote 
the assets of Dekyi-Lee Oldershaw based on her past successes both as a top athlete and a 
Tibetan nun with the implication that the methods offered were effective, achievable and at 
the same time ancient and well-established in similar meditation practices.  
Marketing environment “consists of the task environment and the broad environment” 
(Kotler, 2009:31). The task environment entails, “the company, suppliers, distributors, 
dealers, and the target group” (Kotler, 2009:31). There are six components in the broad 
environment which are, “the demographic environment, economic environment, physical 
environment, technical environment, political-legal environment, social-cultural 
environment” (Kotler, 2009:31) Research in the marketing environment provides insight and 
offers new discoveries to the marketers. In addition, it provides data usable for current and 
future marketing decisions. As the market is in constant change and new trends and potential 
threats are emerging, these are tools to research, monitor and adapt to the market. (Kotler, 
2009:61). JAZ conducted a survey gathering, “the knowledge, beliefs, preferences and 
satisfaction of the participants” (Kotler, 2009:65) in order to monitor and adjust future 
marketing strategies, for potential events.  
 
A summarization of the fundamental marketing concepts explained: 
• Needs, wants, and demands 
• Target markets, positioning, and segmentation 
• Offerings and brands 
• Value and satisfaction 
• Marketing channels 
• Competition 
• Marketing environment 
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Planning and promoting the Transformative Mindfulness event: 
The assignment given to JAZ by the Centre of Wisdom and Compassion was both to plan 
and promote the event. With the knowledge that our group was not experienced in the field 
of marketing, and with the limited time frame we were given, the group decided upon 
strategies and methods, which were basic and simple. Furthermore, JAZ had to operate 
within a small budget, which reduced our marketing possibilities.  
 
Below are the components of our marketing plan: 
 
1. Situation Analysis (SWOT) 
↓ 
2. Marketing Strategy (SMART) 
↓ 
3. Marketing Mix Decisions (Segmentation and the four Ps) 
↓ 
4. Implementation controls (Adjustment of strategy etc.) 
 
1. SWOT analysis 
To enable an overall evaluation of our strengths, weaknesses, opportunities and threats, we 
made use of an SWOT analysis. According to Kotler, an SWOT analysis is “a way of 
monitoring the internal and external environment” (Kotler, 2009:52) in a business enforcing 
what the businesses excel in and what is needed for improvement. Then they can formulate a 
goal. “Goals are objectives that are specific with respect to magnitude and time.” (Kotler, 
2009:53) The most efficient way to set goals, is to prioritize them and make them realistic 
and check the goals on a consistent basis (Kotler, 2009:53) 
“Goals indicate what a business unit wants to achieve; strategy is the game plan for getting 
there.” (Kotler, 2009:53). The developed strategy should, according to Michael Porter, start 
with determining the overall cost leadership, which means attempt to produce at lowest 
cost, making it possible to set the “price lower than competitors” (Kotler, 2009:53). They 
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also have to take differentiation into consideration – making their ‘product’ as unique as 
possible. A business should also have a focus in regards to the target market. Knowing their 
market enables them to advertise specifically towards it. 
Program formulation is when businesses optimize the parts of their business that needs to be 
improved, and the feedback and control indicates what works and what does not, in order for 
them to adjust the strategy and program formulation. 
 
       
                                                                                                                        (Kotler, 2009:52) 
Strengths (internal environment): 
 
• There had been had been a similar Transformative Mindfulness event in the autumn 
of 2008 and the information and the evaluations were made available to JAZ. 
• As the event was arranged by the Centre for Wisdom and Compassion there was the 
possibility of in-house word-of-mouth advertising. 
• We were provided with a budget so we did not need to raise funds. 
• The stakeholders involved were highly motivated and each had useful talents. 
• Self-improvement courses are trendy. 
• The event facilitator was internationally known. 
• We had the possibility of arranging weekly meetings, in order that our project could 
be updated and adjusted if needed. 
• Dekyi-Lee Oldershaw was a flexible collaborator. 
 
Weaknesses (internal environment): 
• JAZ is a group of students not professionals within this field. 
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• Stakeholders involved were new in the field of event planning and marketing. 
• Our time was limited, and the amount of resources made available to us was low. 
• All tasks had to be taken care of by volunteers and other stakeholders in their spare 
time. 
 
Opportunities (external environment):  
• E-mails  
• Sponsorship donations  
• Internet access 
• Advertisement in magazines 
• Advertisement in external locations using brochures and posters 
 
Threats (external environment):  
• The event was set to take place around Easter time when many people might be on 
vacation. 
• The financial crises which make people spend less money on events. 
• Competition from similar events. 
• Low participation rate. 
2. SMART objective setting  
All event planners need to set objectives for themselves, for their products or the events they 
are launching. It focuses the event planners on specific aims over a specific period of time. 
Furthermore, it may motivate the stakeholders involved to meet the objectives set. 
According to Bowdin’s book Events Management, one of the first steps in event planning is 
to set goals for its execution. This meant that our event planning objects had to be 
established, as, ”well conceived objectives are the core element in the planning process” 
(Bowdin, 2003:71) 
 JAZ began its event planning and marketing strategy by identifying these objectives, and in 
sequence to set our objectives; we used five key features, which together create the acronym 
SMART (Bowdin, 2003:71): 
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Specific:  Our Objectives should specify what we wanted to achieve. 
JAZ wanted to achieve a successful event, which entailed enough participants to make a 
profit, and equally important, we wanted to further establish and spread the practice of 
Transformative Mindfulness in Denmark 
 
Measurable: We should be able to measure whether we were meeting the objectives or not. 
We agreed to have weekly meetings with the stakeholders in where we could discuss and 
evaluate our progress and adjust eventual setbacks. 
 
Achievable: Were the objectives we set, achievable and attainable? 
JAZ shared the tasks with volunteers in order to make the event possible and meet the 
deadline.  We cooperated with sponsors in an attempt to stay within the budget. 
 
Relevant: Could we realistically achieve the objectives with the resources we had? 
A set of compromises and adjustments were made in order to keep within the budget and 
prevent last minute eventualities. 
 
Time specific: When did we want to achieve the set objectives? 
The duration of the project and the dates for the event were already chosen, so we only 
needed to adjust our ideas and plans according to the deadlines. The course would take place 
on the 16th of April 2009 and the measurement of its success could be done after the 
evaluations were made by the stakeholders.  
 
3. Segmentation and the marketing mix (the four Ps)  
Segmentation marketing distinguishes a particular part or level of society for whom; the 
product is to be offered (Kotler, 2009:29). JAZ applied segmentation marketing as one of its 
strategies. The objective was to promote Transformative Mindfulness to a specific target 
group. After research, we decided upon professionals in the fields of health care and 
psychology to be the segment, which had the best potential of getting their needs covered by 
our product. 
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The marketing mix principles are used by businesses as tools to assist them in pursuing their 
objectives. As part of the organizations planning process it consists of analyzing 
components, which are controllable variables that can be managed to meet the needs of the 
defined target group (Kotler, 2009:35). In the late 1950s, E. Jerome McCarthy identified 
these components and condensed them into four basic categories: 
 
• Product: product variety, quality, design, features, brand name, packaging, sizes, 
services: warranties, returns 
• Price: list price, discounts, allowances, payment period, credit terms 
• Promotion: sales promo, advertising, sales force, PR, direct marketing 
• Place: channels, coverage, assortment, locations, inventory, transport 
                                                                                                       (Kotler, 2009:36) 
JAZ’ product strategy was to package the Transformative Mindfulness event using a 
contemporary design, that is: trendy colours, a simple logo and an environmentally friendly 
concept. By emphasizing that Dekyi-Lee was accomplished in her field and known abroad, 
we added value to our product. 
Our Price strategy was to research the prices of our competitors and set our admittance fee 
a little lower. 
Our Promotion strategy was to make use of the Internet by creating a website for the event 
with links to additional information about Dekyi-Lee and Transformative Mindfulness. In 
addition, we made posters and brochures, which were made available in several public 
places such as libraries, the Centre for Wisdom and Compassion, as well as health stores. In 
an attempt to promote the event directly to our target group, we displayed an advertisement 
in “Psykolog Nyt”. 
Our Place strategy was to make use of the facilities at the Centre for Wisdom and 
Compassion as we had free rein over their location (they were the arrangers of the event). 
The participants signed up by e-mail or phone and paid at the entrance. 
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4. Implementation controls  
Implementation controls are used when the goals, purpose and budgets are established. They 
monitor if any changes have occurred through the process and needs to be adjusted (Kotler, 
2009:55).   
JAZ used them in regards to measuring and diagnosing our results and taking the corrective 
action. For example, two weeks before the Transformative Mindfulness event was to be 
launched the number of participants was not satisfactory.  It forced JAZ into considering 
how to find alternative ways to change the sales data and still meet the budget. This was 
done by also allowing students and members of the Center for Bevidst Liv og Død to 
participate for a lower fee. Furthermore, after the event we got feedback from the 
participants (survey), staff and volunteers, which could be used to improve potential events. 
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Report of our Process  
Planning period 
We discussed our expectations of the event with the project leader from the Centre of 
Wisdom and Compassion and looked over last year’s event. 
A discussion about what would create harmony amongst us as a group helped us see how we 
could optimize the process. We met with the volunteers every fortnight and JAZ 
communicated on a daily basis. All the volunteers chose their own tasks, so everybody got to 
work in the field of their talent or interest. 
 
We agreed on creating a PR- and a graphic kit, a logo, invitations, brochures, flyers, and 
posters. Furthermore, the webpage was modified and we created a colour scheme. JAZ was 
primarily functioning as PR-agents and secondly as volunteers. JAZ did not have anything to 
do with the economy. We did, however, help construct a budget. Together with the 
volunteers we brainstormed on sponsors, who could provide us with organic products.  
Early in the process JAZ had a Skype conference with Dekyi-Lee investigating how she 
could be promoted. 
The day of the event 
 
The events 5 Tibetan Yogas and the Transformative Mindfulness for privates were well 
attended (essentially there was not enough room for everybody). Furthermore, Dekyi-Lee 
was facilitating a hospice group, who was so excited about her introduction to the techniques 
that most of them signed up for the course. This meant that we met our anticipated number 
of participants. 
Last minute adjustments of the script were devised in the morning, and this ensured that all 
volunteers were familiar with their tasks, enabling them to handle a possible crisis. In 
addition, we appointed a hostess who greeted the participants as they entered, making sure 
that all felt welcome and relaxed. The nametags of the staff differed from the participants, so 
they knew who to address with questions and concerns. During the day we made sure that 
everything went accordingly to our plan. 
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Result of our data from the survey   
 
In our research survey (See questionnaire in Appendix), we have used both quantitative and 
qualitative methods. Since we were conducting an event on a smaller scale, our sample was 
obviously very small in comparison to the population of Denmark. Also our statistics are not 
based on the entire of the participants, as some did not return the questionnaire. 
 
Our question technique is a mix of qualitative and quantitative questions since we both used 
some open and some closed questions. By doing so we hoped to gain some personal insights 
as well as some statistics that could indicate the measurements of success as well as 
satisfaction of various aspects such as venue, price and meals. However our analysis was 
more inquiring on what the participants’ thoughts and feelings were, than on how many said 
what (DJS, Webpage 6, 23rd May 2009). This was mainly so we, but mostly the Centre of 
Wisdom and Compassion could see if the event was a success. We will, however, also 
calculate the percentage on some of the answers so we can get a statistical overview. The 
aim of the survey was to study the success of the event. This, however, leads to the question 
of what success is. 
 
After the event we asked the participants to respond to our questionnaire. When asked about 
the overall experience, all participants except one had positive comments (see appendix). 
One stated specifically that it was, “Very easy and smooth” (questionnaire, 2009, question 2, 
answer 3). 
In the evaluation survey, we asked people about their expectations regarding the course in 
Transformative Mindfulness, and if they were met. Here we can conclude that 69.21 % had 
positive expectations, and one expected that this was “module 2” of the course held last year. 
This participant was as the only one who was disappointed. However he still thought “it was 
a great workshop” (questionnaire, 2009, question 4, answer 2). 
 
In evaluation of our efforts regarding PR and marketing, we asked the participants if they 
had seen our website (www.dekyilee.dk), and it turned out that 61.52% had not seen the 
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website (or chosen not to answer), and out of the 38.48% who had seen it, 60% liked it, 20% 
had minor complaints, and another 20% did not notice the change from last year. 
We can conclude that the majority of the participants had not seen our updated layout and if 
this was a general indication, it means that more than 50 percent of the participants did not 
visit the webpage at all. The question would then be if it had been necessary for us to use 
such effort on creating a website. 
However, we also created this page to make flexible templates for future volunteers could to 
update easily. So they would not have to spend time creating a new webpage. This, in some 
way, justifies the huge amount of time put into the webpage even with the few visitors. The 
fact that only 15.38% of all participants had a somewhat negative impression of the webpage 
is in our eyes an indication of success. 
 
It is another indication of success not only on our behalf but that of Dekyi-Lee’s that every 
participant will recommend this course to others, because this only strengthens the form of 
advertisement that we have relied on the most, namely the “word of mouth”. 
The impact that the participants have felt are also positive, only 23.07% have either not 
answered or are anticipating a change. This is, according to Dekyi-Lee Oldershaw, a very 
common occurrence. A ‘client’ does not necessarily feel the impact or change right away. 
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Discussion 
In our hypothesis, we assumed that we had to learn more about the planning, and focus less 
on researching theories. This turned out to be wrong, as we researched a lot of sources. We 
found many valid methods and theories that were very applicable to our creation of an event. 
We discovered that one had to have a balance between the planning and the adaptation of the 
theoretical methods in real life.  
 
As a documentation of our process we made a report, in which we describe the various 
stages of our event planning. It also describes the development of the event. This was made 
in order to give a point of departure to future volunteers. It is important for us to ensure that 
they are familiar with the concepts around Transformative Mindfulness and the promotion of 
Dekyi-Lee Oldershaw. In order to do it properly, we believe they have to have a basic 
knowledge of market techniques and events. 
 
As assumed, we have come up with a template for promoting an event in Transformative 
Mindfulness. This entails, as earlier described, a PR- and graphic-kit, as well as the website 
outline. We have created the template in a way that makes it easy to edit.  
 
We got the opportunity to do empirical work with our case study. It was interesting for us as 
students (who are used to theories rather than practicality) to get the opportunity to see if our 
methods and strategies actually worked. As we had discovered that one of the most 
important concepts in marketing is satisfying the needs of the segmented target group, we 
decided that the best way to determine if the event was a success, was to make a 
questionnaire.  
 
When we researched Transformative Mindfulness, we discovered a lot of interesting aspects. 
It helped us to improve our marketing approach. One of the starting points was the 
categorizing of our event. This located our type of event in the event industry. It also 
clarified what a Transformative Mindfulness event is.  
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We believe that this event is highly relevant in Denmark, as many Danes suffer from stress 
and stress-related depression, which can be relieved by the Transformative Mindfulness 
techniques.  
 
We do not know if we developed a strong concept, since we have limited evidence. The 
template has only been tested on a single event. We do not have the possibility to prove the 
effectiveness of the template over time.  
 
We found there to be academic literature on the subject matter. We also discovered very 
applicable marketing models and concepts, like the “Customer Value Triad” and “the four 
Ps”. 
 
We thought we could improve many of the features from last year. We wonder if they 
actually formulated a strategy. We believe that we improved the professionalism, by 
optimizing the PR, especially by adding photos and testimonials. The fact that we kept the 
wellbeing of the participants in mind at all times, as well as adding an environmentally 
friendly concept and a visual communication design, really made a difference in the 
outcome.  
 
Promotion 
There are many ways to promote an event, and it is dependent on what kind of event you are 
doing, the amount of participants and stakeholders. An important aspect is being aware of 
the law around it, with copyright and fire regulation etc.  
RISK-management should be integrated in the process too. The event planner/ marketeer 
must think ahead in order to prevent certain risks, as the event manager is expected to have 
control over everything that is going on.  
But one can only plan to a certain extent, so the event planner must be flexible, in order that 
he/she can adjust the script of the event if necessary.  
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If there had not been enough participants, we would have been forced to change the strategy. 
We would have come up with new approaches to promoting Dekyi-Lee and Transformative 
Mindfulness. 
 
Mindfulness 
The term Transformative Mindfulness is slightly self-contradictive. On one side we have 
mindfulness which is all about accepting and not trying to control what happens around you. 
They are some of the first exercises in Transformative Mindfulness. The focus on breathing 
(as explained by Dolara, 2008:5) and the acceptance of pain are general mindfulness 
practises. On the other side however, we have the transformative part. The asking for help 
and the control of thoughts, as seen in the “Intuitive Body Scan”, are not regular 
mindfulness. So even though Dekyi-Lee states that mindfulness is “a strong component of 
this,” (Transcription, 2009, 16:00-16:59) the name might just as well be Transformative 
Meditation or as it was called earlier Transformative Self-Healing. But Dekyi-Lee 
Oldershaw also states that she has “piggy-backed” some of the allusions of Kabat-Zinn’s 
mindfulness (Interview Transcription, 2009, 14:57-16:59). This must have been a very 
tactical move on the behalf of Dekyi-Lee. Even though she states that JAZ is the first one to 
have treated her as a brand (Transcription, 2009, 12:04-12:59). By changing the name to 
mindfulness she became part of the brand that Kabat-Zinn has developed and made popular. 
This name change may help her approach the medical world, because the scientific research 
about mindfulness is more extensive than the medical research of self-healing, if there is 
any.  
 
So the term Transformative Mindfulness is actually implausible. It is not possible to 
combine the term “mindfulness” whose main key concepts are accepting and no control of 
thoughts with “transformative” in which you focus and ask for help. However the 
combination of the two end up describing the method quite well.  
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What we would have done differently 
For JAZ, a lot of the meetings with volunteers were focused too much on talking rather than 
doing. We came into this project with a determination to get things done rationally and 
quickly. However, we started every meeting focusing on a positive guideline of the “16 
guidelines”, which was good, yet maybe made the atmosphere too easygoing. It would 
probably have made the volunteers more energetic had we started the meeting with an active 
team building exorcise. We felt that we had a lot of responsibly, because our role was more 
seen as that of a professional and not as volunteer.  
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Conclusion 
When creating an event, one has to be creative. The event-maker has to find innovative ways 
to make an event happen. Not only does the event have to stand out, but it might also need 
radical last minute adjustments. This means you have to be flexible as well. If your methods 
are not flexible your event might not turn out a success. JAZ believes that this is one of the 
most thrilling parts of making events.  
Anchoring in Performance Design 
When writing a project anchoring in Performance Design, one has to cover the following 
aspects: 
• Development of a concept. 
• Creative design-practises. 
• Design of aesthetic communication. 
• First hand experiences. 
• Documentation and analysis of empirical work. 
 
JAZ did not develop the concept of Transformative Mindfulness but did, as earlier 
described; decide to change the brand of Dekyi-Lee Oldershaw. The green lotus flower, and 
how the day (of the professional course – April 16th, 2009) was to be conducted were put 
down in writing by JAZ in collaboration with volunteers from the Centre of Wisdom and 
Compassion. The idea behind inviting Dekyi-Lee to Denmark was Centre of Wisdom and 
Compassions’ but the concept of marketing, event and promotion of the course was 
developed by JAZ. 
 
JAZ worked with the design practises when we were developing both the colour scheme and 
the promotion in general. We gained experience, not only with the process but also through 
applying the methods of event and marketing in reality. This helped us in our choices of 
what to write on our website and in our brochures. While making these different implements 
of PR, aesthetic communication played an important part. We had to consider how best to 
convey the message, without overselling it. How could we make professionals interested in 
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our event rather than others? We had to decide how we could convey the message in a 
language that seemed intelligent, without being patronizing or inaccurate. 
Success 
As an event-maker you have to evaluate what the criteria for a successful event are. There 
are a lot of approaches on how to make an event, but again it depends on what kind of event 
you are making. 
Success for JAZ was: 
• Gaining a small surplus. 
• Making a structured script for the day (so everybody knew what to do and when). 
• Creating a relaxed, welcoming, and creative environment. 
• Making a memorable day for the participants. 
• Creating templates so it was easier to make similar events in the future. 
 
As this project is being written, some participants have still not paid the fee, and the 
economy has not yet been completely balanced. When the rest of the money is accounted for 
the Centre of Wisdom and Compassion will have, by the look of it now, a small surplus. We 
were, as earlier stated, not in charge of the economy but acting as proper event managers we 
did have an obligation to stay within the budget. 
 
JAZ had made a meticulous script of all the tasks that had to be done in advance, but also of 
the day for the professionals (see appendix). There were also enough volunteers, for every 
task to be carried out smoothly. Even when a minor crisis with the meal occurred, we 
managed to work it out with laughter and very little stress factor. When the volunteers 
reacted as calm and organized as they did, it added to the atmosphere of relaxation.  
 
As earlier stated, success criteria are individually set by the event-makers. It is important to 
take all needs and all resources into consideration. The conductors have to come to terms 
with how much they can possibly sacrifice or risk before the event becomes a failure. 
Because a sparse event might be cheaper – but is it better? Just as a pompous event easily 
can become fiasco. One also has to take into consideration that some participants might have 
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expected something different, and therefore can be disappointed, as it happened to some 
extend for us.  
Also making the event memorable is an important success-factor. In one of the first meetings 
JAZ sat down with the volunteers and discussed how we could make the creation of the 
event a positive experience for all, volunteers as well as participants. By doing so, we 
became more aware of how we talked to each other and what atmosphere we created, which 
helped us to catalyze the positive emotions, also while conducting the event. 
 
The remarkable positive feedback from the facilitator was also an indication of success. Not 
only did Dekyi-Lee express her delight in participating in this course when she was in 
Denmark, but when we later interviewed her, she underlined that “I [Dekyi-Lee] would say 
the best presentation of anyone who’s ever hosted me. Ever.” (Transcription, 2009, 2:00-
3:02) 
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Summary in Danish 
Projektet handler om at skabe en specifik event i Transformativ Mindfulness. Dette blev 
gjort i samarbejde med Center for Visdom og Medfølelse i København. Gruppen mødtes 
med frivillige fra centret en gang hver anden uge, og besluttede at referere til sig selv som 
”JAZ” for at skabe illusionen om et udefrakommende team af ”event-managers”. Projektet 
omhandler en faktuel case, og dette ses gennem den praktiske benyttelse af de beskrevne 
teorier og metoder i marketing og events. 
 
Projektet begynder med en introduktion til Transformativ Mindfulness og Mindfulness i 
almindelighed, eftersom en administrering af en event afhænger af  kategori og tema. Det 
var også vigtigt for JAZ at vide hvad kurset ville indeholde, så vi kunne promovere det 
korrekt.  
 
Dette er efterfulgt af en præsentation af eventen – både historien bag events, men også de 
benyttede metoder blandt andet: Kategorier, eventmæssig promovering, fleksibilitet, risk-
management, detalje-planlægning, stakeholders etc. 
Ligeledes gør projektet også rede for de forskningsmetoder vi har brugt i marketing. Dette 
indebær en gennemgang af vores brug af SWOT- og SMART-analysemodellerne, samt ”The 
four Ps”, behovs-identifikation, målgruppe, marketingsmæssig promovering, opfølgelse på 
evalueringer, mål-udvikling med videre. 
 
Vi nedlagde en strategi både for konceptet, og for markedsføringen af vores produkt (en 
workshop i Transformativ Mindfulness). Derudover førte vi en implementerings-kontrol ved 
at uddele spørgeskemaer til deltagerne i kurset, for at kunne bedømme hvor vidt muligt vores 
event var en succes.    
 
En gennemgang af processen, samt en diskussion af vor metoder, hjalp os til at konkludere at 
vores event var en succes ud fra de succes-kriterier vi havde sat. Et af vores mål var blandt 
andet at skabe en overordnet skabelon, som Center for Visdom og Medfølelse kan bruge i 
forbindelse med lignende arrangementer, hvis de beslutter sig til at invitere Dekyi-Lee 
Oldershaw igen.  
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Appendix 
Transcription of interview with Dekyi-Lee Oldershaw 
15th of May 2009 
Telephone interview via Skype (irregular connection). Present are Astrid Juul-Larsen (A) & 
Dekyi-Lee Oldershaw (DL). 
“---“ Indicates static interference. 
 
0:00-1:01 
A: If you could try and say something please? 
DL: Hello, my name is Dekyi-Lee 
A: Ha ha ha. Great well, the day is the 15th of May, and with me is Dekyi-Lee Oldershaw, 
Hello Dekyi-Lee. 
DL: Hello! Who else is there? 
A: No one. It’s just me, the others are writing their parts of the project. So they’re pretty 
busy. And I’ve kinda finished the mindfulness-part so I’m the one who have time to talk to 
you. Anyway, first question is, ” What were your expectations of the event?” 
DL: Urhm you’re coming through a little garbled at times. --- 
A: Yeah, you are too. Just give me a second Ill just see if I can get a better connection. Cos’ 
the Internet here is kinda going up and down and it doesn’t really wanna do like I wanna do. 
1:02-2:00 
CONNECTION LOST 
A: Oh, balls. Fair enough. So first question was ” What were your expectations of the 
event?” 
DL: Uhrm. [muffled] my expectations of the event? --- So are we talking just the 
Transformative Mindfulness-retreat? 
A: Yeah only for professionals. 
DL: Just the professionals. 
A: Yeah 
DL: My expectations of the event was... Uhrm… That we would have a diversity of 
professionals,  
A. Yeah 
DL: Possibly students, hospital… uhrm… that we would have kinda like a committee… 
uhrm…  Like we did last year, which we did again… Uhrm 
A: Yeah, and by committee you mean…? 
DL: Like your group 
A: Alright.  
2:00-3:02 
A: Yeah great, so euhrm, so euhrm ”What do you think of the way we presented you? Was it 
in… euhrm...tune with the way you wants to be perceived?”  
DL: Okay, so --- I kinda know what the questions are, because I’ve got them infront of me... 
A: Yeah, 
DL: So tell me if I --- Okay, uhrm... I think the way you’ve presented me was fantastic. 
A: Great, thank you! Ha ha ha. 
DL: But in all the years ---- In all the years that ... The fact that you did an interview with 
me, and then ---  [presented me] more personally in the website and also the fact that you 
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had testimonials from professionals, that were really good... Uhm... I would say the best 
presentation of anyone who’s ever hosted me. Ever. 
3:03-4:06 
A: Thank you! Thank you! Euhrm, but... the way we sorta 
D: Uhrm to the point I love to chat--- 
A: Come again? 
DL: The point --- transl --- ask permission to --- again 
A: What - you kinda drifted out just there... Maybe I should try call you and the see 
DL: Sorry 
A: I’ll just try call you and see if it makes a difference, OK? 
DL: Okay 
CONNECTION LOST 
DL: HI! 
A: Hey. So I was more thinking in the way of... Kinda... What you are trying to put out there, 
with your two different websites. Did the way we presented you did that stem... Was that in 
tune with how you present yourself on your own websites? 
4:07-5:00 
DL: Uhrm, I would say the way you presented me is more like how I’d like my own 
websites, Ha ha ha. 
A: Ah nice, thank you! Great so... euhr, is it in accordance... 
DL: My two websites ---- My two website-designs are out of date you euhrm I’m getting 
them reworked, so what you’ve done is uhrm I’d say a better presentation. 
A: Nice! Thank you! Uhrm is it in accordance to your concepts of how you would like to be 
marketed? Well you kinda already answered that - that it is. 
DL: Yeah 
A: Okay, who’s mainly your target group? 
Dl: [muffled] Said, what could be done – the only [muffled] professionals would be to have 
posted the Doctor Dolara article 
5:00-6:02 
A: But I --- Ahrw God damn it 
CONNECTION LOST 
A: Can you hear me? Ahrw God damn it. 
CONNECTION LOST 
A: Well let’s continue; uhrm --- who is mainly 
DL: [muffled] 
A: Can you hear me? 
DL: Yep 
A: Great. Who is mainly your target group? 
DL: For professionals; doctors, uhrm med students especially med students who are thinking 
more complementary, 
A: Yeah? 
DL: Psychologists, psychiatrists uhrm hospice people, nurses, uhrm social workers who are 
working in hospitals that have got to work with people with people with MS and things like 
that... uhrm... uhrm... even people who are wanting to do research into depression and mental 
health especially mental health. 
6:03-7:06 
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DL: urhm... we’re working ... so a whole range really urhm, social workers working with 
youth... 
A: Okay 
DL: Anyone who has got the opportunity to help people within the context of changing their 
minds to help themselves. So there are even counsellors in school, guidance councillors and 
things like that. 
A: Yeah... So that’s a lot of variety but mainly within the sphere of people who wants to help 
others? 
DL: People who got the capacity to be able to uhrm help others, 
A: Okay 
DL: You know, as part of their work, you know they got permission to do that kind of thing. 
A: Yeah. OK. The next question is kind of a weird one you might say, because it is. ”What 
senses (smell etc.) Does Transformative Mindfulness usually activate?” And the reason why 
we are asking this question is because ...eurh... 
7:07-8:00 
DL: It’s a good question 
A: Okay. Because it’s something to do with some of the marketing techniques that we read, 
that some has to euhr activate some senses 
DL: Yeah. Yep. The actual... So are you talking about the marketing or about the exercises 
itself? 
A: Urhm. . Well.... uhrm I’m primarily talking about the exercises itself. 
DL: Okay 
A: I’m eurhm It’s sorta like what senses did you activate on the 16th of April when you had 
the course? 
DL: Yeah. So we’re starting with, uhrm... how the mind perceives a [muffled] problem. 
A: Yeah. 
DL: Were accessing it through the body sense, the sensation in the body, through there were 
asking that it then uhm present itself  
8:01-9:00 
DL: uhm through the other senses, if it was a colour for that what would it be, if it was a 
shape so we’re through the eye-sense 
A: Yeah 
DL: And for others who aren’t visual types, through the hearing sense are there any words 
that go with it? 
A: Yeah 
DL Are they’re any [muffled] [stimulances]? For others who are just sensory; does it feel 
rough? Smooth? Hot? Cold? So that’s through the body sense again. Very few people seem 
to pick things up through smell, using this technique, uhrm uhrm. Hearing, nose, touch. So 
you’re using a lot of the senses, which is why it works so well. You’re connecting with the 
underlying cause of the problem through the other senses. 
A: yeah 
DL: What I would [call] through the sense-consciousness ’cause we’ve got the actual organ 
we’ve got the 
9:01-10:06 
DL: You know the... the ability to uhrm... have that peer experience, which is the sense 
uhm... and then we’ve got the sense consciousness, like the eye-consciousness that then 
interprets that. 
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A: MmOkay 
DL: So if you got a... If you got a metaphor the there would be the interpretation that well it 
– you know, it’s ’old’ it’s... you know ’it had a job to do’ etc. 
A: Yeah 
DL: So you’re using both mental, physical ... physical hearing, visual so I’d say you’re using 
almost all the senses except not some... people don’t tap in to the smelling sense as much. 
A: No Okay, so more or less every sense but not so much the smell 
DL: Yeah 
A: OK, and what do you hope eurhh hope to achieve by teaching these methods to thousands 
of people? 
DL: To empower them to help themselves especially as more complex disease euhrm begins 
to affect us 
10:07-11:00 
A: Yeah I remember you said that in the... it the euhrm... like to empower or heal yourself 
you said that in the ’Mindfulness Practises’, what can you say, the one, the article you wrote 
when you were in Findhorn 
DL: Yeah 
A: The marriage of science or something like medicine or something like that 
DL: Yeah so I think the main thing is that teaching people very simple methods to be able to 
help themselves and to complement orthodox medicine and treatment and to bring 
medication levels down, to be able to manage their own pain but mostly so they can help 
their own families their own friends their own community 
A: So 
DL: And as I said 
A: yeah 
11:01-12:03 
DL: And as I said as disease and problems become more complex which is a sign of the 
times, things like this can work in a [muffled] at levels that euhrm well medicine isolates 
individual things tries to work with them, this can work or casually in a little bit more with 
what is you know, feeding that problem emotionally. 
A: Okay. Why is it important to you to travel around and present Transformative 
Mindfulness live instead of just making a video? 
DL: I think.... I think you could do a video, so I think in the future that might be part of the 
plan, euhrm I think ...I think in the first presentation of it so much of it is very personal. So 
eurhm...  I think it’s ... I think it will always be more affective with me there or another 
facilitator I’ve trained. 
12:04-12:59 
A: Yeah 
DL: Uhrm because everybody has their own timing, you know so there is some feedback, if 
somebody isn’t understanding, but there’s nothing that says euhr you know many many 
people do it of the CD? 
A: Yeah 
DL: Uhrm with great results, who have never met me till later. I think a video might be a 
second best thing 
A: Yeah, ok! So that is sort of a plan for the future 
DL: yep. 
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A. OK, how did you choose your brand? And by brand it’s not the name Transformative 
Mindfulness but you as the facilitator and and is this brand intentionally or is it kind of eurhh 
people have kinda turned you into a brand? 
DL: Uhm I think you are the first ones who kinda turned me into a brand! Ha ha 
A: Ha ha 
13:00-13:58 
DL: because you know real or ten years ago my brand was that I was a nun. 
A: Yeah... 
DL: You know so, and I don’t have that as a branding now uhrm so I’m not even too sure as 
we’re speaking what branding I am individually, uhrm as much as the program, but urhm... 
uhrm... I think which... I guess my answer is, whatever someone thinks I seem to be, ha ha in 
terms of branding, is generally morphed one step at a time. 
A: Okay 
DL: You know a combination as the experience as a nun and also lots of social services 
experiences. 
A: So that’s kinda what have turned you into where you are now? 
DL: Yeah 
A: Uhrm is it a conscious decision that you have two web pages that are so different in 
layout? The lamponthepath and the dlconsulting... 
13:59-14:56 
DL: Uhm there was a choice to do that, number one because uhm, some of the people that 
I... because I do speaking as well, so transformative mindfulness we’re gonna redo that, 
more on a medical base and youth base as well,  
A: yeah 
DL: So that’s not even the branding I’d be looking for, I’d be looking for something way 
more people oriented and dynamic and interactive, so that trained facilitators around the 
world are, you know, are working together and also so that people, say people with cardiac 
problems can all discuss and use the exercises and it becomes dynamic. You know in these 
different groups with different types of problems, so that’s a whole new thing we’re in the 
middle of doing. Uhm Dekyi-Lee consulting you know I might go into an army-base and 
talk about compassion and the Dalai Lama. 
14:57-15:59 
DL: Or go up north in to first nation areas where there’s problems and work on community 
development. So there are other things that come out of my background but isn’t 
Transformative Mindfulness so having that site different I think uhm there’s a method to the 
madness.  
A: Cool. Yeah. Eurh And how... how did you, well I don’t know if you already answered 
this, because how did you build a brand and image and packaged this in order to sell this 
Transformative Mindfulness to professionals, or you could say just sell an ancient Asian 
technique or culture or practise to a modern western society. 
DL: uhrm I think I piggy-backed the branding, well I’d been doing this for a long time called 
transformative self-healing 
A: mhmm 
DL: uhrm but in the last, in terms for professionals because of the research that’s now been 
done uhrm in and around mindfulness,  
16:00-16:59 
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I uhrm and because mindfulness is such a strong component of this, then I used the word 
mindfulness and urhm by using transformative that.... that gives it another step which, you 
know, suggests exactly what we’re doing with people. So for professionals the word 
mindfulness is the key branding I think because that’s beginning to become popular through 
Jon Kabat-Zinn. 
A: True. Okay 
DL: So I have to say I’m piggy-backing some of that branding. 
A: Mhmm. So when did people start and come and listen to you? And when did you develop 
the trans.... the concepts of transformative mindfulness? 
DL: Well people have been coming, and professionals as well, for twenty years. When it was 
called transformative self-healing. 
A: Yeah 
DL: Uhrm uhrm, I’d say it’s the last 
17:00-17:56 
DL: three years that specifically we’ve been attracting a lot more professionals, and that’s 
when I changed it to Transformative Mindfulness for that reason. 
A: Why do you think that is? 
DL: Because, because the research is out there now. 
A: Yeah 
DL: Up till now, doctors and professionals would come to me personally and I would train 
them. Psychologists and stuff, even ten years ago, and they’d sneak it into what they were 
doing. 
A: Ha ha ha. You make it sound like a crime! Ha ha ha 
DL: Well it’s because there was nothing to back it up, so they couldn’t explain it to their 
supervisors, in a way that had any, you know... It was... It was religious stuff ten years ago, 
where as now it’s uhrm... the research... There’s enough research, like there is something 
like 2000 research projects just on mindfulness alone in medical settings. 
17:57-19:00 
You know, so there’s so... and also with neuro plasticity research it’s proving can [do] things 
which is giving us a form for that, so... and with quantum physics as well. So with all that 
research now, all those people that are using [Transformative Mindfulness] and 
complementary things like, and especially this, can now go to people and go, ”Look, it’s 
already happening, let’s start using it, they can start talking about it. They’re not having to it 
under the radar anymore. 
A: Okay. Yeah, Well I kinda read a bit about that with the whole research and it’s getting 
bigger and Dolara wants more people to euhrr to make more medical science about it. That’s 
really good. Okay euhrm.  
DL: And something, and that something... Something that came out of [muffled]--- were 
going to start cancer-research with it in France.  
A: Ok when? And with whom, if I may ask? 
19:01-20:00 
DL: They’re building a large cancer research centre in Toulouse, which will be done in two 
years and then they want me to train them up to start research as soon as it’s ready to go. 
A: That’s cool. Could you email me the name of that, because that would be really good to 
take into our project? If you have the name 
DL: I don’t have the name,  
A: Because 
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DL: I don’t know the name yet, but I’ll try and find out. 
A: Sweet, thank you. So how do you decide what is relevant in Buddhism and what do you 
not consider relevant in, euhr when you are teaching your methods, and what do you take 
into consideration? I’m also thinking a bit because what I, I wouldn’t say I felt, but I kinda 
get the idea that you have a lot of practises and techniques and stuff that you learned in 
Tibetan Buddhism, but you also have some things you bring from elsewhere, so what did 
you take into consideration? 
20:01-21:00 
DL: Uhrm... uhh I’d have to say, because I was doing this before I even became a Buddhist, 
these, a lot of these methods, formulated in my mind, you know from doing a lot of 
meditation myself. And because I’m so visual, you know hen I take my focus into pain or 
something like that, I would quickly get an image for it, ’coz I got a Walt Disney mind 
A: he he he me too. 
DL: And so It’s sorta like transforming problems exercise, what I call the main one, came 
from uhrm from urhh playing around with myself and recognizing massive quite radical 
results and uhrm healing myself and trying it out with other people. So it was later on [I] 
started to explore Buddhism deeper and what Buddhism did is it gave me an underlying 
21:01-22:02 
DL: Uhrm understanding of how the mind works and why it works and where it working 
from so I’d have to say the ability to teach these things I kinda developed them myself, but 
coming into the Buddhist framework helped me understand that... because a whole lot... 
Buddhism is a philosophy that’s quite universal 
A: Yeah 
DL: A lot of it. You hate to just nail it down to Buddhism because it’s working whether you 
understand Buddhism or not. Yeah and it was working before I even understand Buddhism 
or not. So urhm... uhrm...  I think what Buddhism did for me was that it gave me the 
underlying understanding, where this transformation is coming from. It helped me stabilize 
the whole idea, the mindfulness part of it. And it helped me context where it belongs in the 
scheme of things, you know in terms of other meditations and other techniques there are out 
there to help people. 
22:03 – 23:00 
A: I think you actually euhr told me this in a previous interview, that you kinda after starting 
up with Buddhism then went to become a nun, euhr to euhr sort of find or what can you say, 
learn from the masters, sort of to get it refined? Could you say that? 
DL: Yeah. Yeah. So what Buddhism has given to me is the ability too train people. You 
know on the subtleties of why this is happening. Because I can teach a ten-year-old how to 
do this with another person, you know they don’t have to understand the theory to help their 
friend. But eurhm... But for someone who’s you know professional someone who wanting to 
move it into some of these areas, you know the understanding of how the mind working and 
what is creating the transformation and you know and the principles that underline these 
changes in the first place,  
23:01-23:57 
DL: you know I’ve gotten, between the science that’s out there and Buddhist, you know, real 
interkit. Study on the way the mind works, you know I’m not talking religious; I’m just 
talking philosophy. 
A: Huh... 
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DL: Uhrm that’s really helpful when we are trying to train and teach other people. And in 
the West, we are trained, we’re intellectual, we understand this stuff so, we need to know 
why in the West. 
A: Mhmmm 
DL: We don’t have the --- that they have in the East to just do this stuff ”I don’t care, I’ll just 
do it. 
A: Yeah, we’re more about the whys. Euhhrm, 
DL: Yeah 
A: So that actually leads on to the next question, Does people in different countries react 
different to your Transformative Mindfulness events? 
DL: Yes. Uhrm I’d say it’s like some Mexico, like of all the countries I’ve done it in they 
were the most enthusiastic.  
23:58-24:59 
DL: and they are just a devotional culture. 
A: Okay 
DL: Their faith is so strong, so they are very happy to have a Buddha and a Guadeloupe 
Virgin on their altar. 
A: Ha ha ha. 
DL: If there’s a transformation in it, you know, they’re asking for help, you know it’s a very 
spiritual thing 
A: Wow. 
DL: And they’re very superstitious some of them, so... you know so when they ask for help 
and something actually does come and help, you know, it’s coming from the divine you 
know, so for them its a very mystical, spiritual, wonderful thing. Whereas urhm in other 
countries, like euhrm specially in Europe, I think euhrm Europeans are quite well educated, 
very refined in a lot of you know, wanting to understand, and also because I’m coming in 
from overseas I’m under the microscope more, you know they’re not just gonna take it on 
faith you know just because 
A: yeah. We want we want some theories to back it up, he he. 
25:00-25:59 
DL: Also because I’m unknown I’m not a well-known scientist or doctor or anything, which 
I think is actually good because people explore for themselves, they’re not just listening like 
you know dumb dummies to whatever I say and taking it at face value. You know and the 
Buddha in the end said ”Don’t take anything I say at face value, you’ve got to scratch the 
gold to make sure it’s real.” like You gotta see if this works in your life. So I think by not 
being all that well known, I think people are you know people actually dig in 
A: So they ... so they use your, could you say they use your euhr methods and your seminars 
as toolboxes and then they take the tools they need and leave the ones that makes no sense 
for them? 
DL: Yep. But also I think because I’m not some famous Joe Blogs, you know, who my book 
or my this or that is my credibility. 
26:00-27:01 
DL: You know people are coming to explore and try I out rather than ”Oh this works 
because she’s got a book.” 
A: Hmmm 
DL: You know and that far more important. 
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A: But you, kinda do have a book, though it’s not exactly in Transformative Mindfulness 
you just aided the 16 guidelines book. So do you think that will change anything? 
DL: ah no. Ha ha 
A: No. He he he. No offence I don’t think either but, yeah. Ok. Last question; euhrm does 
people in different social belongings, lifestyles or social groups you might say, reach 
differently to Transformative Mindfulness? And I’m not just thinking if people who are poor 
or not, but I’m thinking more like... different... yeah  
DL: well it definitely attracts more women... 
A: Yeah? 
DL: Yeah because it’s kinaesthetic. It’s a feeling thing; it’s an emotional feeling mental 
thing. Women... women kinda like that 
A: Ha ha ha 
DL: Uhrm when I do it with men the like to understand the science of it more.  
27:02-28:01 
Uhrm the men who do pick up on it, are usually, you know fairly sensitive, but uhrm when 
I’ve done it with, say a cultural group, lawyers with cardiac problems, you know there’s a 
little bit more of a barrier to move through to get through into the credibility-gap. The thing 
is it works anyway, so they kinda catch on. 
A: yeah.  
DL: Social uhhrm I have to say that I’ve done very little with uhrm the afro-American 
population, mostly because the places I’ve been invited haven’t been those environments 
A: Okay, but how do you think euhr think they would perceive it? Do you think it would be 
any different? I mean if you were to be invited to solemnly an afro-American urh place or 
seminar? 
DL: I think they’d grab hold of it, big time, because they do have great.... they have a very 
strong uhrm belief in the force. 
28:02-29:03 
DL: So when they’re asking for help and something comes, they ... you know... they got 
tremendous strength in that. 
A: yeah 
DL: uhm if... if I had someone trained who was Afro American and became the champion in 
that area I’d think it would be very very affective. Because a lot of them do have great faith. 
A: Cool. 
DL: Uhrm so the ’ask for help’-step for them could be a spiritual step rather than a 
psychological step. When I’m working with [muffled prostrations?] again that uhm need, 
what is wonderful about it. When they’re asking for help they can context it in whatever 
their understanding of great spirit and medicine wheel, their tradition teaching would be. 
Again it’s an open enough question these different social groups would access something 
different and have a different experience. For them it’s a very spiritual experience. When 
they do that asking. 
29:04-30:02 
DL: So depending on the different social lifestyles and things some of them are tapped much 
more into a spiritual culture, where others are into a science based philosophy-culture or 
psychology-culture. Uhrm, and I’d say the ones that are linked into a spiritual culture uhrm 
probably have a richer result. But that’s because their mind... there’s more drama in their 
[work world] there’s more room for magic in their world. 
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A: Wouldn’t you also say it’s easier to find a greater power to ask for help? When you have 
eurh something you believe in? Because otherwise one of the things you have, to draw this 
power from a healthy part of your body or a healthy working organ, and I think that can be 
really difficult, 
30:03-31:05 
A: for somebody who’s not a believer, even though, I mean, it’s possible. 
DL: I’d say... I wouldn’t say it’s more affective but I’d say it’s more juicy. 
A: ha ha ha Okay 
DL: It’s more dramatic, the imagery is, you know, singing angels, whatever happens to be 
part of that culture. But when I’ve worked with lawyers and very scientific types, you know 
they’ll get their images and they’ll get their information, and they’ll transform them and 
they’ll have a change, sometimes a huge change. I’d say it’s just without all the drama 
A: Mhmm 
DL: I wouldn’t say it’s better or worse, it’s just, their experience is less dramatic, but the 
affects of the urhh of the urrhh of the exercise can be just as... just as successful. 
A: Okay. Uhrm thank you very much.  
DL: Thank you! 
A: I’m gonna turn the recorder off now. 
 
--- 
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Evaluation survey 
 
A. Om kurset/About the course 
1. Hvor har De hørt om arrangementet?/Where have you heard about the event? 
 
1. PsykologNyt 
2. Astrid frivillig 
3. Del af centret 
4. CVM 
5. -- 
6. Center for bevidst liv og død 
7. Hjemmeside/center CVM 
8. Center for bevidst liv og død 
9. Center for bevidst liv og død 
10. CVM 
11. Astrid fra RUC 
12. E-mail from CVM 
13. Fra farmand 
 
2. Hvad var Deres gennerelle opfattelse af workshoppen?/What was the overall expierence of 
the workshop? 
 
1. Rigtigt godt  
2. Great workshop 
3. Very easy and smooth 
4. Godt faciliteret og giver et grundlag for direkte at bruge teknikken 
5. Inspirerende. Praktisk brugbar 
6. Fantastisk god workshop 
7. Inspirerende. Fordybende. Giver mig lyst til mere.....og til at inddrage det i mit arbejde 
8. Levende, inspireret og inspirerende undervisning og erfaring 
9. -- 
10. Good 
11. God, fået en forståelse af hvad det handler om 
12. Meget godt, men 2-3 dage ville have givet mere 
13. Meget inspirerende 
B. Hvordan kurset blev afviklet/How the course was run 
3. Hvad var Deres forventninger til kurset for professionelle I Transformative Mindfulness?/ 
What were your expectations to the event in Transformative Mindfulness? 
 
1. At få ideer til at arb. med børn. Et personligt udbytte 
2. Gode 
3. -- 
4. I had no preconceived notion 
5. -- 
6. Meget høje forventninger 
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7. At få redskaber til at udvikle mine sessioner – til gavn for mine klienter – At mode andre 
med samme interesser 
8. At få redskaber til self-healing og også bruge redskaberne til venner etc. 
9. Nysgerrig 
10. At få en ide om hvad Tranformativ Mindfulness er 
11. Had none. Just that it was Transformativ Mindfulness 
12. I didn’t really know, except I thought it was module 2- type of thing, where the 
workshop last year was module 1 
13. Jeg havde forventet at blive præsenteret for nogle redskaber 
 
4. Synes De at dine forventninger blev opfyldt?/ Were your expectations met? 
 
1. Ja 
2. Well no – Since it was not module 2 – but it was a great workshop 
3. Ja 
4. Ja 
5. Ja 
6. Ja 
7. Ja, i allerhøjeste grad 
8. Ja 
9. Ja 
10. __ 
11. More than met 
12. __ 
13. Ja 
14. Ja  
 
5. Har De besøgt vores hjemmeside og hvad er Deres opfattelse af den?/Have you visited our 
webpage (www.dekyilee.dk) and what was your impression of it? 
 
1. Ja, men kun skimmet den 
2. Fint, dog skulle jeg lede lidt rundt på hjemmesiden for at finde adressen i 
Kompagnistræde 
3. __ 
4. No 
5. __ 
6. Nej, men jeg glæder mig til at gøre det 
7. Jeg har besøgt den og har fået lyst til at kigge dybere i den 
8. Nej, endnu ikke 
9. Haven’t seen it 
10. Ja, men kun forsiden. Flot layout, men har ikke været inde og læse mere 
11. __ 
12. Only very briefly – it seemed the same as last year 
13. Nej 
 
6. Har De nogle forslag eller specielle ønsker i forhold til workshoppen? Hvad kan 
forbedres?/ Do you have any suggestions or special requests for the workshop? What could 
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be improved? 
 
1. Nej 
2. __ 
3. No 
4. __ 
5. Minus 
6. __ 
7. At arbejde i 2 dage 
8. Nej 
9. __ 
10. ? 
11. __ 
12. 2 dage ville være bedre 
13. Jeg ville gerne have set Dekyi-Lee arb. med os lidt mere. Evt. Med et enkelt 2 dages 
program, så man får mere egen erfaring 
På en skala fra 1 (ikke tilfredsstillende) til 5 (meget tilfredstillende), hvad syntes De om:/On 
a scale of 1 (not satisfactory) to 5 (very satisfactory), please give us your views on: 
 
7. Undervisningen/Training       1     2     3     4     5 
8. Prisen/Cost       1     2     3     4     5 
9. Informations tilgængelighed/Information accessability  1     2     3     4     5 
10. Afholdelses stedet/Venue     1     2     3     4     5 
11. Forplejning/Food & drinks     1     2     3     4     5 
12. Forståelighed/Understandability     1     2     3     4     5 
 
U- 4, 5, 4, 5, 5, 5, --, 5, 4, 5, 5, 4, 5 
P-  4, --, --, 5, 5, 5, --, --, 3, 5, 5, 5, 5 
I-   5, --, 3, 4, 5, 5, 5, 5, 3, 5, 5, 3, 5 
A-  5, --, 5, 5, 5, 5, 5, 5, 4, 5, 5, 4, 5 
F-  5, 5, 5, 5, 5, 5, 5, 3, 4, 5, 5, 5, 5 
F-  4, 5, 5, 5, 5, 5, 5, 5, 4, 5, 5, 4, 5 
 
C. Fremtiden/Future 
13. Ville De anbefale kurset til andre og hvorfor?/Would you recommend this course to 
others and why? 
 
1. Ja, fordi det er brugbart 
2. Yes. Efficient and simple – and fun 
3. Yes 
4. Ja, fordi teknikken er ligetil og kan bruges af alle 
5. Ja. Nye vinkler på terapi 
6. Ja, på grund af enkeltheden og dybden i undervisningen 
7. Ja - for at give dem mulighed for at møde Dekyi-Lee 
8. Ja (Se mine tidligere bemærkninger) 
9. Ja, fordi det virker 
10. Yes, it is beneficial 
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11. Ja. Især hvis det viser sig at virke på længere sigt 
12. Ja, som introduktion 
13. Ja, spændende 
 
14. Hvilken indflydelse har dette arrangement haft på Dem og hvilken indflydelse tror De 
det vil have i fremtiden?/What impact has the event had on you and what impact do you 
think it will have in the future? 
 
1. It’s changed a lot in me. Especially concerning the power of receptive intervention 
2. Det giver mig lyst til at arbejde med general healing 
3. Spændende bidrag i min øvrige viden om Mindfulness 
4. Jeg vil prøve at arbejde med T.M i min klinik. Forsøge (igen) at praktisere meditation 
selv 
5. Forhåbentlig er der noget som har løsnet sig, så det ikke influerer i fremtiden 
6. Time will tell 
7. Jeg tror at det vil have stor betydning da det er meget enkelt at gøre 
8. Glad i dag. Optimistisk m h t fremtiden 
9. Ny inspiration, lyst, åbenhed, glæde 
10. I will add a dimension to NLP practices 
11. ?   
12. Nej, er spændt på at se, hvad der sker I løbet af de næste dage og uger 
13. Jeg kan mærke at det også har virket på et dybere plan – Jeg overvejer at lave øvelserne 
jævnligt selv, og bruge dem i workshops jeg afholder 
D. Personlig information/Personal data 
15. Har De deltaget I et lignende kursus? Hvilket?/Have you attended a similar course? 
Which? 
1. __ 
2. Nej 
3. Mange 
4. NLP 
5. __ 
6. Nej 
7. Nej 
8. Yes...many 
9. Journey 
10. Ja, Kognitiv Center Fyn – MBCT (depression) 
11. Nej 
12. Source/Rebirthing 
13. The other last year and others in the States 
 
16. Hvad inspirerede dig til at deltage?/What inspired you to participate? 
 
1. Last course- D-L herself! 
2. RUC Speciale fra min far 
3. Mere viden/ praktiske øvelser i Mindfulness 
4. Trængte til et puf mere for at komme igang i praksis 
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5. Ønskede at forstå teknikken bedre 
6. Comments from earlier attendees 
7. Som medlem af CDLB blev jeg inviteret 
8. Min glæde ved Kabat Zinn’s arbejde 
9. Dekyi-Lee 
10. RUC project 
11. The teacher 
12. At opleve en times undervisning i går. Meget inspirerende 
13. At prøve teknikken af to aftner i CVM 
 
17. Beskæftigelse/Occupation: 
 
1. Retired 
2. Student 
3. Studerende 
4. Speciallæge 
5. __ 
6. Studerende, Facilitator 
7. Pensioneret lærer 
8. __ 
9. NLP Coach, Studerende 
10. Pensioneret Psykiater 
11. __ 
12. __ 
13. Psykolog 
 
18. Alder (frivilligt)/Age (optional):  
 
1. 44 
2. __ 
3. 69 
4. 75 
5. 38 
6. 62 
7. 63 
8. 23 
9. 47 
10. 52 
11. 39 
12. 30 
13. 58   
 
19. Køn/Gender: M/M    /   K/F 
1. M 
2. M 
3. F 
4. F 
                                                                                                                                                 
60| P a g e                                                                
                                                                        
5. F 
6. M 
7. F 
8. F 
9. F 
10. M 
11. F 
12. F 
13. F 
 
Kvinder 9, mænd 4 
 
20. Navn & email (frivilligt)/ Name & email (optional): 
 
Navne:  
 
1. Liselotte Rosenkvist Jensen 
2. Britta Elsholm 
3. Helle Skippe 
4. Ole Magnussen 
5. P.J. Cathmont-Prynn 
6. __ 
7. __ 
8. Martin Lyngby-Nielsen 
9. __ 
10. Anne-Mette Bruun Svendsen 
11. Cecilie Magnussen 
12. Christian Gaden Jensen 
13. __ 
 
E-mail adresser: 
 
1. __ 
2. cgjensen@nru.dk 
3. __ 
4. __ 
5. __ 
6. cillema@gmail.com 
7. liselotterosenkvistjensen@hotmail.com 
8. britels@gmail.com 
9. helleskippe@live.dk 
10. olemagnussen@hotmail.com 
11. josefineprynn@hotmail.com 
12. ambsvendsen@gmail.com 
13. lyngby1@hotmail.com 
 
                                                                                                                                                 
61| P a g e                                                                
                                                                        
21. Har de noget imod at Deres kommentarer bliver brugt i forbindelse med lignende 
arrangementer/ Would you object to letting us use your comments in connection with similar 
events? Yes-  2 /   No- 11 
 
22. Andre kommentarer/Any other comments or acknowledgements? 
 
1. Godt klaret frivilliggruppe! 
2. __ 
3. __  
4. __ 
5. Tak! 
6. Tak/ Thank you 
7. Tak 
8. __ 
9. __ 
10. __ 
11. __ 
12. 10/4 
13. Thanks! 
 
Further Appendices  
• The script of the day of professional course 
• The event calendar 
• The list of materials 
• The add from Psykolog Nyt 
• List of tasks 
• The logo 
• The homepage (www.dekyilee.dk) template 
 
Can all be found on the CD-ROM.  
